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Abstract 

After China, India has the world’s largest MSMEs (Micro, Small, and Medium 
Enterprises). According to government estimates, the country has roughly 
63.05 million small enterprises, 0.33 million small businesses, and around 
5,000 major businesses. The Micro, Small, and Medium Enterprises (MSME) 
sector of the Indian economy is a vibrant and dynamic sector. It adds to the 
country’s economic and social development. MSMEs, second only to farming, 
encourage enterprise and create the most job vacancies at a relatively cheap 
capital cost. MSMEs now operate in almost every key sector of the Indian 
economy, including food processing, textiles and apparel, agricultural data 
sources, leather and cowhide stuff, sports merchandise, plastic items, electro- 
restorative equipment, and computer software, to name a few. With their devo- 
tion to modern yield, fares, business, and creation for the Indian and global 
markets, SMEs play a critical role in the Indian economy. The focus of this 
study is on existing advertising mediums for SMEs in the administration’s area, 
as well as the scope of internet marketing. With the passage of time, internet 
media has grown in importance in marketing, and it may be the ideal vehicle 
for SMEs to achieve success in marketing. 
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1. Introduction 


Digital technology advancements have massive mar- 
keting ramifications for small firms. Digital market- 
ing has exploded in popularity in recent years, pre- 
senting both benefits and challenges for small firms. 
Digital marketing is largely recognized in the corpo- 
rate world, but its use in small firms varies greatly. 


By taking use of the opportunities provided by 
digital marketing, a small firm can gain a compet- 
itive advantage. They can also make use of their 
inherent advantages. Small businesses can be more 
sensitive and adaptable to changing conditions due 
to the digital environment’s speed and flexibility, 
and their scale allows them to be more responsive 
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and adaptable to changing conditions than huge cor- 
porations. 


Small and medium businesses are vital to the eco- 
nomic development of any country, developed or 
emerging (Jena and R.). Small and medium busi- 
nesses can be found in all sectors of the Indian 
economy. It is responsible for a sixth of India’s 
total GDP. According to the annual report of the 
Development Commissioner of Micro, Small and 
Medium Enterprises (2001), the sector employs the 
second-highest number of people, behind the agri- 
cultural sector. The type of this sector’s firms has 
a significant impact on India’s poverty alleviation, 
long-term growth, and equitable income distribu- 
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tion. By implementing labor-intensive industrial 
processes, SMEs play a vital role in efficiently dis- 
tributing the huge labour supply and finite capi- 
tal. SME encourages private ownership, improves 
entrepreneurial abilities, and is notable for its abil- 
ity to adjust swiftly to changing market demand and 
supply situations. With a multitude of measures 
to develop technology, innovation, and quality in 
SMEs, the government is attempting to drive it for- 
ward. 


Early research on the adoption of digital market- 
ing offers insight into why decision makers adopt or 
reject new technologies (Alford and Page). Empir- 
ical research has found a number of characteristics 
that are thought to influence small business adoption 
of digital marketing technology. As people become 
more reliant on digital media, more organizations 
are embracing digital marketing to reach their tar- 
get markets as a result of consumer demand. The 
major goal of a small business is to provide signifi- 
cant value to its customers by utilizing modern tech- 
nologies such as digital media. 


1.1. Statement of Problem 


The most significant business shift in contempo- 
rary history is represented by new digital media. If 
marketing produces demand, digital marketing uses 
the internet’s power to create demand. The digi- 
tal marketing strategy draws on and adapts classic 
marketing ideas while taking use of the opportu- 
nities and difficulties presented by technology and 
the digital medium (Kulathunga and Sharma) . It is 
more than just a new marketing channel; it is a new 
paradigm for how customers interact with brands 
and each other. Consumers have more options, 
influence, and power thanks to the internet. New 
sales channels have opened up as a result of digi- 
tal technology. It gives users access to previously 
unthinkable amounts and quality of information in 
a convenient way. Consumers can sort products 
by whatever attribute they want, including price, 
value, functionality, or a combination of qualities 
like price and value. Digital marketing has become a 
whole-of-business strategy for firms, allowing them 
to improve business processes and communication 
both within the company and with trading partners. 

It is vital for survival to find methods to use tech- 


nology and services to be more efficient, cut costs, 
and increase flexibility to respond quickly to chang- 
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ing market conditions. India is successfully uti- 
lizing the advantages of ICT for widespread and 
long-term economic development (Duncombe and 
Heeks). According to research by the Confeder- 
ation of Indian Industry, the MSME sector has a 
technology penetration rate of 17-20%, with 35 mil- 
lion units scattered across the country (CII, 2008). 
Large and international corporations have widely 
utilized digital technology for their company oper- 
ations, while the MSME sector as a whole has been 
slow to adopt digital technology. Digital marketing 
would help micro, small, and medium businesses 
compete more effectively. There are few studies that 
look into the factors that influence the adoption of 
digital marketing in SMEs. It is necessary to inves- 
tigate the perspectives of both adopters and non- 
adopters on the good and negative effects of digital 
marketing. It is also vital to investigate the motiva- 
tions and benefits of using a B2B E market place. 


2. Review of Literature 


Let us shed light on the elements that influence 
the adoption and implementation of Business to 
Business E-commerce in small and medium busi- 
nesses (Hussain, Shahzad, and Hussan) . He empha- 
sized the parallels and contrasts between Danish and 
Austrian SMEs. Following a thorough analysis of 
the literature, a theoretical model based on techno- 
logical, environmental, and organizational aspects 
influencing E commerce adoption and implementa- 
tion was developed. Denmark and Australia were 
found to have a lot in common, according to the 
study. 


As reviewed the literature in the domain of mobile 
data innovation adoption (Fauzi and Sheng) . The 
study’s major goal was to identify the mobile data 
technology (MDT) and mobile internet demands of 
SMEs in regional locations. 


Author did an empirical study to better under- 
stand the adoption and use of ICT among small 
and medium-sized businesses in Malaysia’s south- 
ern region’s service industries (S. Sultan and Sultan) 
.He also looked into how much ICT is used by small 
businesses. The study aimed to reach 180 people by 
judgement sampling. He discovered that ICT invest- 
ment in Malaysian SMEs is minimal. He also says 
that government backing should be viewed as a key 
component in influencing an organization’s decision 
to adopt ICT. Managers should also acquire a more 
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positive attitude about the web and become more 
sensitive to the concept of implementing it. 


According to author, the biggest hurdle limiting 
SME’s from properly utilizing ICT and eBusiness 
is a lack of sufficient information, education, and 
qualified labour within the company (Musaad, O 
Musaad, and Siyal) . They emphasize that efforts 
to close the digital divide in SMEs should focus on 
overcoming "skill access” and ”usage access” barri- 
ers, rather than material ones. 


(Danneels) investigated the rise of Iran SMEs and 
how e commerce aided in the adoption of IT. A total 
of 50 SMEs were chosen from five categories, each 
having ten organizations. The factors were discov- 
ered using an exploratory research technique. For 
the analysis, tables, graphs, and graphical repre- 
sentations were used. They discovered that Iranian 
SMEs first opposed rising e commerce trends, but 
that after taking advantage of the opportunities the 
internet provided, they were able to increase earn- 
ings and exposure. 


Author looked at the growth and development of 
the Indian small-scale industry after the economy 
opened up in 1991 (Olah et al.). It also examines 
the current state of MSME and the challenges they 
face, such as lending, marketing, and licensing con- 
cerns. The researcher also examined the different 
marketing issues that SMEs in India confront. 


Scientist investigated the link between a web- 
site’s design and its performance (Ritz, Wolf, and 
McQuitty) . The relationship between two design 
constructs, the level of interactivity and design 
sophistication, and two performance measures, an 
overall measure of performance and the number of 
visits to the site, is investigated in this study. Fur- 
thermore, the study investigates the impact of two 
contingency variables on these relationships: mar- 
ket instability and the website’s age. The findings 
show that a website’s level of engagement is propor- 
tional to the number of visits. Furthermore, market- 
ing turbulence moderates the relationship between 
interactivity and performance, resulting in a posi- 
tive relationship between the two constructs when 
market turbulence is strong but not when market tur- 
bulence is low (Prasanna and Jayasundara Dumitriu 
and Dan) . 
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2.1. Research Gap 


According to the survey of literature, there is 
a growing body of literature on the adoption of 
e commerce, online marketing, internet market- 
ing, and social media marketing, with the major- 
ity of the work focusing on developed coun- 
tries (Dumitriu and Dan) . While these studies 
advanced researchers’ understanding of the role of 
technology in marketing, there are significant gaps 
in the literature. To begin with, no comprehen- 
sive study has been conducted to examine digi- 
tal marketing adoption and its impact on company 
performance in micro, small, and medium busi- 
nesses (Meng and Lingyan) . As a result, the 
researcher believes it is critical to look into the 
elements that influence SMEs’ adoption of digi- 
tal marketing and the impact it has on their per- 
formance. Second, the theories and frameworks 
have been experimentally evaluated in developed 
economies with varying economic and regulatory 
environments, therefore it’s critical to see if the 
adoption ideas and empirical findings can be applied 
to other economic circumstances. Third, there has 
been little or no research into the motivations for 
B2B E marketplace usage and the benefits obtained 
by MSME’s. To summarise, this study represents a 
sincere attempt to close the gaps found in the litera- 
ture. 


3. Objectives of the Study 


1) To identify and study the characteristics that influ- 
ence micro, small and medium-sized businesses’ 
adoption of digital marketing. 


2) Determine the impact of digital marketing 
adoption on a company’s performance. 


4. Research Methodology 


The overall type of research, data collection meth- 
ods, sample design, data collection tools, and data 
processing procedures are all clearly outlined in this 
section. 


4.1. Sources of Data 
4.1.1. Primary data 


The primary data was gathered utilizing two sur- 
veys, one for digital marketing adopters and the 
other for non-adopters of digital marketing. 
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4.1.2. Secondary data 


Secondary data was gathered from a variety of pub- 
lications, including journals, books, study reports, 
research dissertations and theses, periodicals, and 
websites. Data was gathered from reports by the 
MSME Development Commissioner, the Census 
report on MSME, the annual report of the MSME 
Development Institute, (part of the ministry of 
micro, small and medium enterprises), the MSME 
handbook, IAMAT reports, and websites. 


4.2. Tools of Analysis 


Various statistical methods were used to do data 
analysis on the primary data. To analyze the data, 
SPSS21 was used to calculate percentages, descrip- 
tive statistics, and several parametric tests. 


4.3. Data Interpretation 
4.3.1. Impact on Performance 


Three dimensions are used to evaluate perceived 
performance: 

1) Impact on sales 

2) Impact on internal efficiency 

3) Procurement implications 


4.3.2. Analysis of performance among micro, small and 
medium enterprises 

The performance of micro, small, and medium busi- 

nesses will be examined in the next section. A one- 

way ANOVA is used to analyze the performance of 

300 firms. 

Table 1. displays the average score of early 
adopters in terms of digital marketing performance. 
Scores range from | to 5 on a five-point scale rang- 
ing from strongly disagrees to strongly agrees. Pos- 
itive feedback is indicated by greater values, which 
imply a larger degree of agreement with the state- 
ment. In all but one of the assertions, the mean score 
is higher than the test value (3). Because the p value 
is smaller than 0.01 in all situations, the difference 
between mean score and test value is significant at 
1%. 


4.3.3. Testing of Hypothesis 


Hy : “In terms of overall performance parameters, 
there is no substantial difference between micro, 
small, and medium firms.” 

The performance of micro, small, and medium 
businesses is shown in Table 1.2. For sales, the 
mean score of the micro and small sectors is rela- 
tively comparable, but the medium sector’s score is 
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slightly lower. In the tiny sector, internal efficiency 
has a mean score of 7.15 and a standard deviation of 
1.47, whereas the micro and medium sectors have 
values that are similar. The procurement factor in 
the small sector has a mean score of 10.15 and a 
standard deviation of 2.27, whereas the micro and 
medium sectors have a one-point lower score. In the 
small sector, the overall performance factors have a 
relatively high mean score of 28.20 with a standard 
deviation of 5.08. One-way ANOVA is used to eval- 
uate the hypothesis. The null hypothesis is rejected 
at the 5% level since the p value for sales is less 
than 0.05. As a result, there is a large disparity in 
sales between micro, small, and medium businesses. 
However, because the p value is greater than 0.05, 
the null hypothesis is accepted at 5% in the case of 
internal efficiency, procurement, and overall perfor- 
mance aspects. As a result, there are no substantial 
differences in internal efficiency, procurement, or 
overall performance variables across micro, small, 
and medium businesses (Arun and Shoba) . A post 
hoc test is used to determine the actual differences 
in sales between sectors. According to the Duncan 
multiple range test, the micro and small sectors are 
notably different from the medium sector in terms of 
sales at the 5% level. 


Hp: ”There is no statistically significant link 
between perceived simplicity of use and perceived 
performance of digital marketing adoption.” 


The correlation coefficient between perceived 
ease of use and perceived performance of digital 
marketers is shown in Table 1.3. The correlation 
coefficient between perceived ease of use and pro- 
curement is 0.213, indicating a 21% positive associ- 
ation between the two variables, which is significant 
at the 1% level. The correlation coefficient between 
perceived ease of use and overall perceived perfor- 
mance is 0.187, indicating that there is an 18.3% 
positive association between perceived ease of use 
and total perceived digital marketing performance. 
This means that perceived simplicity of use has a 
major impact on perceived performance. Further- 
more, this finding is consistent with other studies 
that show that the less effort necessary to operate 
digital devices, the higher the performance. 


5. Conclusion 


The use of web advertising/digital marketing and 
internet business could serve as a_ significant 
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TABLE 1. Performance of Companies 


Performance of Companies 


Sales has increased 

Sales area has widened 
Customer service improved 
Internal processes more efficient 
Staff productivity increased 
Procurement cost decreased 
Inventory cost decreased 


Coordination with suppliers improved 


Adopter 

Mean tvalue P value 
4.921 19.194 .000** 
4.824 16.344 .000** 
4.074 .950 343 
4.511 10.184 .000** 
4.418 6.881 .OO0** 
3.901 1.281 201 
4.424 6.598  .000** 
4.564 10.349 .000** 


TABLE 2. Comparison of Performance Among Micro, Small and Medium Enterprises 


Sector 
Performance Factors Micro 

Mean’ S.D 
Sales 10.75° 2.25 
Internal Efficiency 6.85 1.62 
Procurement 9.69 2.35 
Overall Performance factors 27.48 5.07 
N=300 


Small Medium y P 
Mean S.D Mean S.D nas ae 
10.899 2.44 9.76% 2.81 4.228 .042* 
TAS 1.47 6.66 1.55 2.769 .174 
10.15 2.27 9.32 2.09 3.192 .115 
28.20 5.08 26.84 5.03 2.137 .324 


TABLE 3. Pearson Correlation Coefficient between Perceived Ease of use on Perceived Performance of 


Adopters of Digital Marketing 


Perception Sales Internal 
Factors Efficiency 
Perceived 0.163**(p=) 0.075 
Ease of use 

N=300 


enabling agent in gaining a competitive advantage 
through better item and administration conveyance 
or lower costs. It can perform a basic function by 
assisting. MSMEs in reshaping their action plans 
by improving their serious parts. By and large, 
Indian MSMEs’ lack of interest in web advertising 
and online business has limited the market’s con- 
tributions of things and services tailored to meet 
the needs of individual MSMEs. This is due to a 
lack of dynamism between web marketing admin- 
istrations providers and MSMEs in India. There 
is a demand and supply gap that prevents MSMEs 
from embracing web advertising and internet mar- 
keting platforms. As a result, we propose that the 
government and business work together to promote 
ICT mindfulness and related ability improvement 
in the MSME sector. Following that, policymak- 
ers will be given recommendations based on this 


Procurement Overall Performance of 
Digital Marketing 
0.213** 0.187** 


investigation. Policymakers should collaborate with 
MSMEs to minimise some of the main difficulties 
faced by MSMEs in the selection of web showcas- 
ing and online business by wisely using components 
and impetuses offered to them. This would not only 
assist MSMEs in their domestic operations, but also 
in their globalalization . The challenges of choos- 
ing a web marketing and online business should 
be properly assessed in light of a certain authorita- 
tive culture and structure.We advise that MSMEs’ 
managers/owners invest enough in capability devel- 
opment/security in order to successfully commer- 
cialise and market their businesses via the internet 
and computerised channels. 
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